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Era globalisasi beberapa saat ini menjadikan isu pencemaran lingkungan secara 
langsung dirasakan oleh masyarakat. Berangkat dari masalah ini masyarakat mulai 
sadar dengan mulai membeli produk-produk yang tidak menambah kerusakan 
lingkungan. Hal ini tentu dapat menjadi pertimbangan bagi perusahaan untuk semakin 
berfokus pada isu-isu lingkungan. Serta membuka pandangan baru bahwa fenomena 
ini bisa dimanfaatkan dengan menggunakan konsep green marketing. 
Penelitian ini bertujuan untuk menanalisis pengaruh green marketing terhadap 
purchase intention melalui green brand image dan green brand perceived value sikat 
gigi Pepsodent natural bamboo. Data yang dikumpulkan dalam penelitian ini 
menggunakan teknik kuisioner terhadap 150 orang responden. Teknik pengambilan 
sampel menggunakan metode nonprobability sampling kriteria sampel antara lain 
berusia minim 17 tahun, berdomisili di Surabaya, pengguna produk sikat gigi. 
Hasil dari penelitian ini menunjukan bahwa green marketing memiliki 
pengaruh positif dan signifikan terhadap purchase intention, green brand image, dan 
green brand perceived value. Kemudian green brand perceived value juga memiliki 
pengaruh positif dan signifikan terhadap purchase intention. Akan tetapi green brand 
image tidak memiliki pengaruh positif dan signifikan terhadap purchase intention. 
Kata Kunci: Green Marketing, Green Brand Image, Green Brand Perceived 






EFFECT OF GREEN MARKETING, GREEN BRAND IMAGE, AND GREEN 
BRAND PERCEIVED VALUE ON PURCHASE INTENTION ON NATURAL 
BAMBOO PEPSODENT DENTAL BRUSH IN SURABAYA 
ABSTRACT 
The current era of globalization has made the issue of environmental pollution directly 
felt by the community. Departing from this problem the community began to realize 
by starting to buy products that do not add to environmental damage. This certainly 
can be a consideration for companies to increasingly focus on environmental issues. 
And open a new view that this phenomenon can be exploited by using the concept of 
green marketing. 
This study aims to analyze the effect of green marketing on purchase intention through 
green brand image and green brand perceived value of natural bamboo toothbrush 
Pepsodent. Data collected in this study used a questionnaire technique of 150 
respondents. The sampling technique uses nonprobability sampling criteria sample 
methods include at least 17 years old, domiciled in Surabaya, users of toothbrush 
products. 
The results of this study indicate that green marketing has a positive and significant 
influence on purchase intention, green brand image, and green brand perceived value. 
Then the green brand perceived value also has a positive and significant effect on 
purchase intention. However, the green brand image does not have a positive and 
significant effect on purchase intention. 
Keyword : Green Marketing, Green Brand Image, Green Brand Perceived Value, 
Purchase Intention
